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PART A - DEMAND GEN CAMPAIGNPART A - DEMAND GEN CAMPAIGN

ObjectiveObjective
Drive high-quality traffic to Tira’s website, creating demand for its beauty products andDrive high-quality traffic to Tira’s website, creating demand for its beauty products and
increasing overall brand awareness. The aim is to engage potential customers before theyincreasing overall brand awareness. The aim is to engage potential customers before they
actively search for beauty products.actively search for beauty products.

DurationDuration
Duration: 1 month (30 days)Duration: 1 month (30 days)

BudgetBudget
Total Budget: ₹40,000Total Budget: ₹40,000
Daily Budget: ₹1,333 (₹40,000/30 days)Daily Budget: ₹1,333 (₹40,000/30 days)

MetricsMetrics
Clicks | CTR | Conversion RateClicks | CTR | Conversion Rate
CPC | ImpressionsCPC | Impressions



C A M A P I G N  L E V E LC A M A P I G N  L E V E L



Justification-The Clicks campaign goal is ideal for demand generation as it focuses on driving traffic to
the Tira website, ensuring that you only pay when users engage with the ad. This strategy helps
efficiently increase awareness and build top-of-the-funnel traffic, crucial for attracting potential
customers and encouraging app installs.

CAMPAIGN GOALCAMPAIGN GOAL



Justification- The campaign is scheduled to run from September 29 2024, strategically aligning with
the sales season to maximize visibility and engagement. The total budget of ₹1,00,000 is allocated
equally, with ₹50,000 for Part A, resulting in a daily budget of approximately ₹1,667 for generating
clicks and driving traffic.

CAMPAIGN BUDGET & DATESCAMPAIGN BUDGET & DATES



Justification - By targeting Tier 1 cities like Bengaluru, Delhi, Mumbai, and others, the campaign is
focused on regions with higher purchasing power and greater digital adoption. These cities
provide the ideal audience for high engagement and conversion rates, ensuring the campaign
reaches a tech-savvy and economically vibrant demographic.

  CAMPAIGN LOCATIONCAMPAIGN LOCATION



Justification-Choosing all languages for my campaign ensures that I can reach and engage with a diverse,
global audience. This inclusive approach not only maximizes my campaign’s impact but also demonstrates
my commitment to valuing all customers, regardless of their native language.

LANGUAGESLANGUAGES



Justification-Using all devices for ad placement is beneficial for a campaign because it ensures that the
advertisement reaches a broader audience. By targeting computers, mobiles, tablets, and TV screens, advertisers
can engage users in different environments and usage scenarios. This multi-device approach increases the
likelihood of ad interaction and conversion, ultimately enhancing the overall effectiveness and success of the
campaign.

DEVICE PLACEMENTSDEVICE PLACEMENTS



Justification- The ad schedule shown in the image is set to run continuously every day, starting and
ending at midnight. This approach ensures that the ads are always visible, maximizing exposure and
reach. By running ads 24/7, you can capture the attention of users at any time, accommodating
different browsing habits and time zones, which can lead to higher engagement and conversion rates

AD SCHEDULEAD SCHEDULE



A D  G R O U P  L E V E LA D  G R O U P  L E V E L



Justification - Using competitors’ keywords for audience targeting ensures your ads reach users already
interested in similar products, increasing the likelihood of engagement and conversions. This strategy
leverages existing market demand, optimizing ad spend and enhancing campaign effectiveness. 

AD GROUP LEVELAD GROUP LEVEL  



Justification - Custom audience segments are chosen to precisely target users who are most likely
to be interested in your products or services. By focusing on specific demographics, interests, and
behaviors, these segments enhance ad relevance and effectiveness, leading to higher engagement
and conversion rates.

AUDIENCEAUDIENCE



Justification - Using market and affinity audience segments for targeting ensures that ads reach users who are
actively interested in specific products and have a higher likelihood of engagement. This approach leverages
detailed consumer insights to show ads to relevant audiences, increasing the chances of conversions and
optimizing ad spend.

CUSTOM SEGMENTSCUSTOM SEGMENTS



Justification -Targeting all genders ensures inclusivity and maximizes reach, while covering the
age range from 18 to 65+ captures a broad spectrum of potential customers. This approach
addresses the diverse preferences and behaviors of different demographic groups, enhancing
engagement and conversion rate

DEMOGRAPHICSDEMOGRAPHICS



Justification - Optimized targeting enhances campaign efficiency by focusing on audiences most
likely to convert, leading to better use of your budget. This approach can increase conversions by
an average of 20%, ensuring your ads reach the right people at the right time, maximizing overall
campaign effectiveness.

OPTIMIZED TARGETTINGOPTIMIZED TARGETTING



A D  L E V E LA D  L E V E L



Justification - Choosing a video ad is a great strategy as it tends to capture more attention and
engagement compared to static images. The ad strength is rated as “Good,” and adding at
least one vertical video can further enhance performance. This approach can lead to higher
visibility and interaction, making your campaign more effective.

AD LEVELAD LEVEL



Justification - The “Tira” logo, with its modern and simplistic design, is a crucial element of your
brand identity. The red font on a light pink background ensures it is easily recognizable and
versatile, enabling strong brand recognition across various platforms. This consistent use of the
logo helps build trust and familiarity with your audience.

LOGOLOGO



Justification -  These five video ads leverage the influence of top Bollywood celebrities like Suhana
Khan, Kareena Kapoor Khan, and Kiara Advani, showcasing Tira's message of inclusivity and
empowerment with the tagline "For Every You." The variety of formats, including horizontal and square,
ensures optimal engagement across multiple platforms, while the use of well-known faces enhances
brand trust and broadens the campaign's appeal to a wider, fashion-conscious audience.

VIDEO ADSVIDEO ADS



Justification - Using both short and long headlines is effective because it allows you to capture attention
quickly with concise messages while also providing detailed information to persuade potential customers.
This combination ensures your ads are both eye-catching and informative, appealing to a broader audience
and enhancing engagement. 

SHORT & LONG HEADLINESHORT & LONG HEADLINE  



Justification - Using four different descriptions allows you to highlight various aspects of Tira’s offerings,
appealing to a broader audience. This approach ensures that your campaign resonates with different
user preferences, enhancing engagement and increasing the likelihood of conversions.

DESCRIPTIONDESCRIPTION



Justification - The call to action “Shop now” is effective because it creates a sense of urgency and
prompts immediate action from the viewer. It clearly directs users to make a purchase, enhancing the
likelihood of conversions by providing a straightforward next step.

CALL TO ACTIONCALL TO ACTION



E X P E C T E D  O U T C O M E  - P A R T  A



EXPECTED OUTCOME OF PART AEXPECTED OUTCOME OF PART A

Clicks: 8,000–10,000Clicks: 8,000–10,000

CTR: 3%–4%CTR: 3%–4%

Conversion Rate: 3%–5%Conversion Rate: 3%–5%

CPC: ₹4–₹5CPC: ₹4–₹5

Impressions: 250,000–350,000Impressions: 250,000–350,000



P A R T  B - U N I V E R S A L  A P P  C A M P A I G NP A R T  B - U N I V E R S A L  A P P  C A M P A I G N



PART B - UNIVERSAL APP CAMPAIGNPART B - UNIVERSAL APP CAMPAIGN

ObjectiveObjective
Maximize app installs for Tira’s mobile app, increasing customer engagement and retentionMaximize app installs for Tira’s mobile app, increasing customer engagement and retention
through exclusive offers and a seamless shopping experience.through exclusive offers and a seamless shopping experience.

DurationDuration
Duration: 1 month (30 days)Duration: 1 month (30 days)

BudgetBudget
Total Budget: ₹60,000Total Budget: ₹60,000
Daily Budget: ₹2,000 (₹60,000/30 daysDaily Budget: ₹2,000 (₹60,000/30 days))

MetricsMetrics
CPI | App Installs | Conversion RateCPI | App Installs | Conversion Rate
CTR | ImpressionsCTR | Impressions



C A M P A I G N  L E V E LC A M P A I G N  L E V E L



Justification: Tira’s app promotion campaign will significantly help the brand by driving more app installs, which inJustification: Tira’s app promotion campaign will significantly help the brand by driving more app installs, which in
turn enhances customer engagement and loyalty. With more users on the app, Tira can offer a personalized shoppingturn enhances customer engagement and loyalty. With more users on the app, Tira can offer a personalized shopping
experience, send timely push notifications about new products and promotions, and gather valuable data on userexperience, send timely push notifications about new products and promotions, and gather valuable data on user
preferences. This not only keeps customers informed and engaged but also encourages repeat visits and purchases,preferences. This not only keeps customers informed and engaged but also encourages repeat visits and purchases,
ultimately boosting sales and revenue.ultimately boosting sales and revenue.

CAMPAIGN OBJECTIVECAMPAIGN OBJECTIVE



Justification: Selecting the “App” campaign type is essential for driving downloads and growing engagement for Tira’sJustification: Selecting the “App” campaign type is essential for driving downloads and growing engagement for Tira’s
app, which is crucial for expanding the user base and increasing active usage. The chosen subtype, “Get new installsapp, which is crucial for expanding the user base and increasing active usage. The chosen subtype, “Get new installs
of your app,” is specifically designed to attract new users who haven’t yet installed the app. This approach maximizesof your app,” is specifically designed to attract new users who haven’t yet installed the app. This approach maximizes
visibility and fosters growth by effectively targeting potential users.visibility and fosters growth by effectively targeting potential users.

CAMPAIGN TYPE AND SUBTYPECAMPAIGN TYPE AND SUBTYPECAMPAIGN TYPE AND SUBTYPE



Justification: Targeting both Android and iOS platforms maximizes Tira’s reach and engagement.
Android ensures broad accessibility, while iOS users often show higher spending power. This dual
approach captures a diverse user base, driving more installs and app interaction.

PLACEMENTPLACEMENT



Justification: Targeting Tier 1 cities ensures Tira reaches a large, tech-savvy audience with higher
disposable incomes. These urban centers set trends and offer diverse demographics, maximizing app
installs and engagement. This strategic focus helps build brand recognition and influence effectively.

LOCATIONLOCATION



Justification: Choosing all languages for the campaign ensures we reach and engage a diverse,
nationwide audience. This inclusive approach maximizes the campaign’s impact and demonstrates our
commitment to valuing all customers, regardless of their native language. By embracing linguistic
diversity, we enhance user experience and foster stronger connections with our audience.

LANGUAGELANGUAGE



Justification: Running the campaign from 5th October to 5th November ensures a seamless transition and
sustained momentum from the Part A campaign, which ends on 30th October. This overlap keeps the audience
engaged without any gaps, capitalizing on the pre-festive season. Additionally, it will encourage more app installs
due to the increased awareness and traffic being created by the On-going Traffic Campaign.

START AND END DATESTART AND END DATE



B U D G E T &  B I D D I N GB U D G E T &  B I D D I N G



Justification: Allocating a daily budget of ₹2,000 from a total budget of ₹60,000 ensures the campaign runs
effectively for 30 days. This budget balances visibility and cost efficiency, maximizing reach and consistent ad
exposure. By focusing on install volume and targeting all users, we leverage increased traffic and awareness, aiming
for approximately 519 installs per day at a target cost per install of ₹3.85. This strategy optimizes our budget, driving
significant app installs and engagement.

BUDGET AND BIDDING STRATEGYBUDGET AND BIDDING STRATEGY



A D  G R O U PA D  G R O U P   



HEADLINE DESCRIPTION

Justification: The headline captures immediate attention by highlighting a compelling benefit, such as a discount.
The description provides clear details and a strong call-to-action, like using a coupon code for ₹500 off on the first
purchase. This combination effectively communicates the app’s value and prompts users to download it. By
offering a specific incentive and straightforward instructions, the ad increases urgency and appeal, driving more
app installs.

AD ASSETSAD ASSETS



Justification: Using an image in the campaign is crucial for capturing attention quickly and conveying the
message visually. This particular image is effective because it prominently features “COSMETICS SALE,”
immediately informing viewers about the promotion. The vibrant pink background and attractive arrangement of
makeup items are eye-catching and align with the beauty theme, appealing to the target audience. Additionally,
showcasing various makeup products highlights the range of items on sale, enhancing appeal and encouraging
potential customers to explore the app.

AD ASSETS- IMAGESAD ASSETS- IMAGES



Justification: Videos are highly engaging and convey messages quickly, making them ideal for capturing
attention and driving app installs. The short duration (30 seconds) ensures they hold viewers’ attention.
Featuring celebrities like Kareena Kapoor Khan and Kiara Advani, these videos leverage star power to attract and
engage the audience. The horizontal (16:9) format fits well across platforms. Diverse content, including
testimonials and promotional clips, highlights Tira’s appeal, encouraging app downloads.

AD ASSET- VIDEOSAD ASSET- VIDEOS



Justification: On selecting the audience signal, the campaign targets users interested in beauty and
personal care, ensuring it reaches individuals who are more likely to engage with and install Tira’s app.
This approach increases the likelihood of attracting relevant users, optimizing app installs, and
improving overall campaign performance. Audience signals help in refining targeting and maximizing
the effectiveness of the allocated budget.

AUDIENCE SIGNALAUDIENCE SIGNAL



Justification - Using market and affinity audience segments for targeting ensures that ads reach users
who are actively interested in specific products and have a higher likelihood of engagement. This
approach leverages detailed consumer insights to show ads to relevant audiences, increasing the
chances of conversions and optimizing ad spend.

CUSTOM SEGMENTSCUSTOM SEGMENTS



E X P E C T E D  O U T C O M E -  P A R T  BE X P E C T E D  O U T C O M E -  P A R T  B



EXPECTED OUTCOME OF PART BEXPECTED OUTCOME OF PART B

CPI: ₹3–₹3.50CPI: ₹3–₹3.50

App Installs: 17,000–20,000App Installs: 17,000–20,000

Conversion Rate: 25%–30%Conversion Rate: 25%–30%

CTR: 4%–5%CTR: 4%–5%

Impressions: 350,000–450,000Impressions: 350,000–450,000
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